This paper presents the results of a study of the relationship between the bank image, its structure as a reflection in the minds of individuals and behavioural tendencies in relation to banks. Attitudinal scales were used to identify the contents of the particular banks' image. The structure of the image was identified by means of factor analysis. The study found that the respondents' behavioural tendencies, i.e. their willingness to be a client of or to recommend a particular bank, are related to different content components of particular banks and mainly to respondents' needs. Based on the results, the study identifies the danger that the results of the bank image analysis can be misinterpreted if the respondents' relationship to the bank is underestimated.
INTRODUCTION
The corporate image, defined as "the commonly held perception of an organisation by a group or groups" (Balmer, 1995, p. 25) or "the net result of the interaction of all experiences, impressions, beliefs, feelings and knowledge people have about a company" (Worcester, 1997, p. 147) , has been in the focus of marketing specialists -especially in various sectors of services -for many years. The importance attributed to corporate image in the financial services sector stems mainly from the fact that the corporate image is viewed as a strong instrument for influencing customers. In a situation when there are only marginal differences in prices and consumers are being flooded with increasing volumes of information, the image as an "impression created at a particular time at a particular level of abstraction" (Cornelissen, 2000) more and more assumes the role of the factor that makes customers' orientation subjectively easier and their decisions simpler. Moreover, in the financial services sector the acquisition of a strong corporate image represents the most effective type of differentiation (Balmer & Stotvig, 1997 ).
If we define consumer behaviour as activities realized in the process of selecting, purchasing and using products and services, then the role of the bank image in relation to consumer behaviour is relatively complicated. From the point of view of consumers' behaviour research, the image may be viewed either as an independent variable, i.e. the customers' behaviour determinant (the bank image influences decisions of customers), as a dependent variable (it is a result of the customer's experience with the bank and a reflection of the degree of their satisfaction or dissatisfaction) and of course also as an intervening variable (it works as a filter which influences the perception of the bank and judging of the information concerning the bank). The image thus may be studied in many contexts.
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While at the initial stages of research into corporate image attention was mainly paid to its influence over consumer decisions and to image creation through marketing communication, later the attention of many authors writing about the services sector shifted to the relationship between corporate image and customer loyalty (e.g. Nguyen & LeBlanc, 1998; Andreassen & Lindestad, 1998; Hart & Rosenberger III, 2004; Jha, Deitz, Babakus & Yavas, 2013; Wang, 2010; Neset, Nervik & Helgesen, 2011; Onyancha, 2013 and others) , consumer trust (e.g. Flavián, Guinaliu & Torres, 2005) , customer satisfaction (e.g. Bloemer, De Ruyter & Peeters, 1998; Minkiewicz, Jody & Mavondo, 2011) , service quality (e.g. Akroush, 2008; Cameran, Moiser & Pettinicchio, 2010) and their mutual relationships. However, the research results achieved are not completely consistent and -as stated in Hu, Kandampully & Juwaheer (2009, p. 11 ) -"although previous studies have addressed the importance of service quality, satisfaction, perceived value, and image, the precise nature of the relationships that exist between these constructs and the understanding of their effect on customer behaviour still remains a key issue".
As far as banking services are concerned, publications in as early as in the 1990s indicated that the relationship between image, quality, customer satisfaction and loyalty may be influenced by the nature of the relationship towards the bank (e.g. Bloemer, De Ruyter & Peeters, 1998) , which can differ depending on whether the relationship is determined more by cognitive or by affective factors. Moreover, personal relationship with the bank is, as Ivarsson (2005 , in Beradovic, Hultés & Pettersson, 2006 found out, "the factor of most importance for clients at an abstract level". Understanding the image as the impression created at a particular time at a particular level of abstraction (Cornelissen, 2000) , it appears to be necessary to better understand the character of customers' relationship to banks and the consequences of this relationship for consumer behaviour.
With respect to the fact that "corporate image is formed in a consumer's mind through a procedure whereby information is processed and organized into meaning on the basis of stored categories" (LeBlanc & Nguyen, 1996) , it is necessary to view the image from the receiver's perspective when looking for relations between the character of consumer's relationship to the bank and the consumer's behaviour, i.e. the bank image must be perceived and studied as a reflection in an individual's mind. In doing so, it may be beneficial to look for the internal structure of image as a reflection in an individual's mind and reveal the relationships between its components and behavioural tendencies of customers.
IMAGE STRUCTURE
In available literature, we found no generally accepted definition of a bank image structure as a reflection in the mind of an individual, although certain findings about individual components of the image have been published. Kennedy (1977 , in Nguyen & LeBlanck, 1998 differentiated between the functional and the emotional components of the image; he associated the functional component with tangible cues and the emotional component with psychological states that are manifested by feelings and attitudes. According to De Pelsmacker et al. (2000 , in Akm & Demirel, 2011 image is composed of three dimensions: beliefs as the cognitive dimension of the attitude, emotional feelings as the affective component of the attitude, and behavioural intention.
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Van Heerden and Puth (1995) tried to find perception dimensions of the corporate image of financial institutions. Using the factor analysis of the data acquired by the semantic differential method, they identified four dimensions they called dynamism, stability / credibility, client / customer service and visual identity. Flavián et al. (2004; 2005 , in Bravo, Montaner & Pina, 2009 ) considered the access to service, service offering, personal contact, security and reputation to be the main dimensions of corporate image in the financial sector. Pruyn (in Cornelissen, 2000) and Cornelissen (2000) pointed out that the degree to which an image is processed and structured as a reflection in the mind may be different in different individuals as well as groups depending on their level of involvement and therefore, the structure of the bank image in the individual's mind can differ in this regard.
STUDY

Objectives
The objectives of the study whose results are presented in this article was to find out what relationship, if any, exists between the content of a bank image, the structure of the bank image as a reflection in the respondents' mind, and their behavioural tendencies towards that bank. Four banks operating on the Czech market were selected for the study. In selecting the banks the authors chose some that are well-known to the respondents and some less well-known, those that are similar to each other in some respects and dissimilar in others.
Because of the non-commercial character of the study, the banks referred to in the article are identified by numbers rather than by names.
Objectives of the study were:
to define the image of each of the banks under investigation to identify respondents' behavioural tendencies to individual banks to compare behavioural tendencies of respondents with the image content of each of the banks to identify the internal structure of the image of individual banks and to trace links between behavioural tendencies and identified structural components of the image.
Methods
The study was based on two questionnaires designed in such a way that the battery of questions covered three components in the respondents' attitudes towards the bank, i.e. the cognitive, affective and the conative components (behavioural tendencies).
One of the questionnaires contained bank attributes of banks defined as attributes of a mainly cognitive character (27 items in total), two items inquiring about the degree of personal and mediated experience with the bank, and two questions on respondents' behavioural tendencies. The other questionnaire used in the study (42 items in total) was based on the semantic differential method, and it was intended primarily to identify the affective (or mainly affective) aspects of the bank image and to identify the respondents' perception of the positions of the banks in the market.
Items 1 through 27 of the first questionnaire consisted of statements about the banks' facilities, their management, advertising, the content and quality of their services, service fees, etc. The attributes were selected on the basis of published studies (Yavas & Shemwell, 1996) and on the basis of results of a pilot study. Using a five-point Likert-type scale, the respondents were asked to indicate for individual banks to what extent they agreed with the statement (-2 = I certainly disagree, -1 = I somewhat disagree, 0 = It's about fifty-fifty, I cannot decide, 1 = I somewhat agree, 2 = I certainly agree). The respondents were also allowed to answer "I don't know, I have no opinion", but were asked to use it only when they had absolutely no information about the bank.
In Items 28 and 29, the respondents used a five-point scale with anchors of considerable experience (= 1) and no experience (= 5) to indicate the extent of their experience with the bank. In Item 30, they expressed their willingness to choose the bank in question if they were make an instant decision, and in Item 31 the degree of their willingness to recommend the particular bank to their friends. For their answers, they used a five-point scale where 1 = certainly yes, 2 = probably yes, 3 = I don't know, I cannot decide, 4 = probably not, and 5 = certainly not.
The questionnaire based on the semantic differential method consisted of a set of 42 sevenpoint scales. The anchors in each of the scales were bipolar adjectives or short statements, and respondents were asked to use them to describe the bank in question. The adjectives and statements were selected on the basis of a qualitative pilot study (using focus group). The characteristics selected for the method were those that respondents in the focus group applied spontaneously as classification criteria. Also included were characteristics in which a predominantly affective basis can be assumed.
Sample
In the research, a group of 199 respondents (109 men and 90 women) of different ages was used. Questionnaires were distributed by interviewers. The composition of the sample of respondents as regards the degree of their personal experience with individual banks is given in Tab.1.
Tab. 1 -Profile of the sample of respondents according to the degree of their personal experience with individual banks. Source: author. 
Analysis and results
To find out the image content of individual banks investigated, means and standard deviations were calculated for each variable in questionnaires 1 and 2. It was followed by a paired com-parison of individual banks. For each member of the pair, the statistical significance of differences between the means obtained when assessing individual banks was calculated. The results of paired comparison are not presented in their entirety here but merely referred to whenever necessary. A factor analysis was performed in both questionnaires in order to identify the image structure.
Analysis of the bank's image content and its comparison with the degree of willingness to choose the particular bank / with the degree of willingness to recommend the bank to one's friends
Image contents of individual banks are given in Tables 2 and 3 . The degree of willingness of respondents to use a particular bank if they were to choose now and recommend it to their friends is given in Table 4 .
Tab. 4 -Willingness to use a bank / recommend a bank to one's friends. Source: author. Note: scale 1 -5, where 1 = certainly yes, 2 = probably yes, 3 = I don't know, I cannot decide, 4 = probably not, 5 = certainly not; m = mean, SD = standard deviation An analysis showed that the image content differed from one investigated bank to another. The answers indicated that most positive overall image was enjoyed by the B2 bank. The respondents view it as the strongest, the most trustworthy and the most successful of the banks investigated, and its particularly strong point is the quality of services. The B4 is considered a well-known and stable bank, materially well-provided for (with a large number of branches, many ATMs), but also a bank with the poorest quality of services, both from the technological and human resources points of view (the quality of its services is considered the worst of all the banks investigated, and the difference is, as the paired comparison showed, statistically significant). From the quality of services point of view, the B4's image is thus worse than the image of any other bank investigated. The B1 bank was positively evaluated by the respondents from the functional point of view (which included the range of services, opening hours, etc.), but compared with the others, they considered it not very financially advantageous, with not as good reputation as the other banks have, and a rather poor financial performance. The B3 bank is considered by the respondents as a bank with good prospects, which provides prompt services, and as a progressive bank that enjoys good reputation. The significant difference in the image content between this bank and the rest of the banks is that respondents view it as a less stable, less trustworthy and less resistant bank, and as a bank that least corresponds to their needs.
As indicated in Table 4 , the highest (and practically the same) degrees of willingness to choose a particular bank and recommend it to friends were shared by the B2 and B4 banks (if, however, we compare the sizes of the standard deviation, we see that the respondents' opinions were more consistent in the case of the B2 bank). The B1 bank showed only a slightly lower value, but the B3 value is markedly lower than that of any other of the banks investigated (the difference between the B3 and all the other banks is significant at the 0.01 level). Similar trends were demonstrated by the degrees of willingness to recommend individual banks to one's friends.
A comparison between image contents of individual banks and the degree of willingness to recommend the bank to one's friends shows that the B2 and B4 banks exhibit approximately the same levels of the willingness of the respondents to recommend the bank to their friends although image contents of the two banks are clearly different. While the B2 bank is perceived as a strong, trustworthy and successful bank, whose quality of services is a particularly strong point, the B4 is considered a well-known and stable bank, well provided for from the material point of view, but a bank with a rather poor quality of services. In spite of it, that particular bank meets the respondents' needs best, and is personally closest to them. Compared with the B2 and B4 banks, the willingness to choose and recommend the B1 bank is only slightly lower. The willingness of respondents to choose and recommend the B3 bank, whose strong point was the positive perception of its good prospects, speed of services, progressiveness and good reputation, was, however, significantly lower. It is the bank which is the least trustworthy for the respondents and is viewed as the bank the least corresponding to their needs.
A comparison between the image contents of individual banks and the willingness to choose or recommend them indicates that different components in the image content have probably different weights in decision-making processes and in customer loyalty. The hypothesis about different impacts of image components published in the literature (see Bloemer, De Ruyter & Peeters, 1998) seems to be supported.
Image structure analysis
A factor analysis was used to process the data obtained from the two questionnaires administered to identify image components of individual banks in relation to conative (behavioural) tendencies of the respondents. Data were processed for each bank separately and the results are shown in Tables 5 -8 . The content of each factor is described by means of item loadings in the order of loading sizes. Only loadings greater than 0.5 are listed for cognitive and affective items, and loadings greater than 0.4 for conative items.
It follows from Table 5 that the willingness to choose and recommend the B1 bank is linked with Factor 1, which we called, in accordance with the most strong item loadings, trustworthiness / stability / congeniality. The congeniality of B1, as indicated by the content of the first factor, is related to the financial advantageousness and modesty.
In the case of the B2 bank (see Table 6 ) , the willingness to choose and recommend this bank is more closely related with the following image content components: 1. facilities, financial conditions and product range, 2. bank dynamism (for those who were willing to choose and recommend the bank to their friends, dynamism is what makes the bank agreeable and corresponds to their needs), 3. stability / trustworthiness / congeniality. In this case, the stability, trustworthiness and congeniality of the bank were related to its resistance, strength, wealth, big size and renown.
Tab In the B3 bank, the willingness to choose and recommend is related to the congeniality, stability and trustworthiness of the bank. Positive feelings towards a bank (and the willingness to choose it) were very closely connected to the degree with which the bank meets the respondent's needs and, which was characteristic for this particular bank, to the bank's progressive character.
Tab. 8 -Bank 4: A description of the content of the extracted factors. Source: author. In the B4 bank, the willingness to choose and recommend it to friends is most closely related, as indicated by Factor 1, to the bank's staff, who are friendly, helpful and active, know their customers and understand their problems. These characteristics correspond to the respondents' needs, and determine their feelings of the bank's proximity. The human dimension of the quality of services and the bank's nearness to respondents explain why the bank is viewed as congenial and attractive and evaluated as responsible, economic, reliable and trustworthy.
In B4, the willingness to choose and recommend this bank is somewhat less related to the bank's stability and trustworthiness, which is also connected with some other aspects of the quality of services (speed of services, convenient opening hours).
CONCLUSIONS
Based on the research results, we can formulate the following conclusions:
Descriptions of the contents of individual factors extracted by means of factor analysis in individual banks suggest that the image structures of individual banks in the respondents' minds are not homogeneous, although there is a degree of similarity among them. There are basically two types of contents of factors identified in image structures of individual banks: contents predominantly emotional and evaluative in character (e.g. trustworthiness, congeniality), and contents of cognitive or combined cognitive and evaluative character, which
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Journal of Competitiveness are related to the bank's behaviour in the market and to the functional aspects of the bank (bank's dynamism, its strength, quality of services, offer, financial advantageousness). In these, a more rational basis may be assumed.
Different components in the image content have different weights in decision-making processes and in customer loyalty. A comparison between image contents of individual banks and the degree of willingness to choose the bank and to recommend the bank to one's friends shows that some banks exhibit approximately the same levels of the willingness of respondents to choose and recommend them although the image contents concerning quality of services are clearly different.
The content of Factor 1 is similar in banks B1, B2 and B3, and includes trustworthiness, stability and congeniality. In the B4 bank, Factor 1 includes human aspects of services in combination with congeniality and trustworthiness, while stability and trustworthiness are separately included in Factor 2. This means that in B4 the components referring to quality are clearly linked to an affective relationship with the bank. This assumption is corroborated by the fact that the factor in B4 includes also items "I find the bank agreeable" and "personally close to me". These items are not included in the "quality of services" factors of the other banks. The respondents' relationship to the B4 bank seems therefore to be based on their personal contacts with bank employees and their perception of B4 as "their bank". This may explain why respondents were willing to choose the bank and recommend it to their friends as frequently as the B2 bank (characterized by the best quality of its services) although the quality of its services was evaluated significantly worse than that of any of the other banks investigated.
Results of the research indicate that the general meanings dimensions identified by Osgood (1957) , i.e. "good -bad" (gives rise to the structural component of the bank's trustworthiness / stability / congeniality), "strong -weak" (the bank's strength) and "active -passive" (the bank's dynamism), probably play a role in creating the content of corporate image of each bank. What was considered good or bad, congenial or not congenial in banks (i.e. evaluation criteria) by the respondents in our study, seems to be related not only to general aspects of evaluation, but also to respondents' needs.
Conative items of all the banks were included in factors that were the result of evaluation in the "good -bad" dimension, i.e. conative items in B1 are included in the factor "trustworthiness / stability / congeniality", in B2 in the factor "stability / trustworthiness/congeniality", in B3 in "congeniality / stability / trustworthiness", and in B4 in Factor 1 ("quality of service/congeniality/trustworthiness") and Factor ("stability / trustworthiness"). This means that the willingness to choose and recommend a bank was always linked with the trustworthiness, stability and congeniality of the bank. In some of the banks, conative items are included also in some other factors, which depend on the character of the respondents' relationship with individual banks.
There are very few research studies focusing on the identification of bank image dimensions.
Comparing the bank dimensions identified in our study with results of the few studies that have been published, we can see they are in high agreement. The dimension of trustworthiness / sta-    bility / congeniality corresponds to the dimension of stability/credibility identified by Van Heerden and Puth (1995) and the dimension of security identified by Flavian et al. (2005 , in Bravo, Montaner & Pina, 2009 ). In agreement with the results of Van Heerden and Puth, the dimension of dynamism was identified; in correspondence with both of the above mentioned studies, we identified the dimension of quality of services. The authors use slightly different names for the last mentioned dimension, but its content is the same.
Summarizing the results of the study presented they seem to indicate that the sources of similarity in the structure of the bank's reflection in the respondents' mind are universal connotative dimensions identified by Osgood (1957) , i.e. "good -bad", "strength", "activity" together with functional areas of banks evaluations, and the sources of differences are mainly different characters of the respondents' relationships to individual banks. In all the banks, the willingness to choose the bank and recommend it to friends is always linked to the bank's evaluation in the "good -bad" dimension. Of other components of image as the reflection in the respondents' mind, the willingness to choose and recommend banks is linked to slightly different image content items, which seem to be primarily linked to the respondents' needs.
PRACTICAL IMPLICATIONS
The practical implications of the research results are two-fold: in relation to image assessment and interpretation of results, and in relation to marketing practice in banks.
